Customer relationship management system (CRM) 
Introduction
Revolutionary change in the world is going through an advanced stage of knowledge and scientific development that is characterized by increased progress in all fields, especially in the field of Information and Communication Technology (ICT). ICT could provide small businesses with a strategic advantage such as customer relationship management (CRM) which could influence the achievement of goals to improve their competitive position .
Scholars and practitioners have addressed CRM since the past two decades (Kyengo et al., 2016; Williams et al., 2016) , where the concept refers to the practices, strategies and technologies used by firms and businesses for the management and analysis of customer interactions and data through the customer lifecycle, in order to achieve rapid growth in the number of organizations that integrate CRM (Davies et al., 2015) .
According to Awasthi and Sangle (2012) CRM has been one of the top technological contributions to the 21st century businesses. Different definitions from different approach that have been proposed to define CRM from technical definition (narrow) to strategic definitions (broad) (Payne, & Frow 2006) . Majority of the definitions are limited to the technological portion, in particular, the information system within which the data is stored (Vella & Caruana, 2012) .
Moreover, CRM technology was also defined as the CRM system enabler to achieve the objectives of gathering, categorizing and saving required customer data, integration technology enables the development of customer-organization relationship through a broader information of customer behavior (Teo et al., 2006) . The ultimate aim of using CRM is to enhance customer relationships that would lead to maximized revenue, profit, productivity and satisfaction of customers. Companies that have adopted CRM as a business strategy expected to grow faster than companies which did not (Ata & Toker, 2012).
Top managements recognize that customers are the core of small businesses. The success of a company relies on effective relationships management with customers. In order to meet customers' expectation; companies should adopt oriented marketing strategies to high quality relationship with customers to ensure the company's success. (Peltier et al., 2013 ).
The customer relationship management (CRM) is being a key strategy for both small and medium enterprise (SMEs). SMEs have to implement CRM practices into their business to achieve competitive advantage over its rivals . The adoption of CRM by small enterprises would provide them with valuable information, increased knowledge, improved relationships with customers and supplier (Williams et al., 2016; al-Shawi et al., 2011 ). Yet, for the CRM implementation to be successful, it is important to understand the challenging issues that surround. Some of these challenges are related to information culture and CRM security (Awa et Ramayah et al., 2016) . One way of becoming competent is through using IT application in its operation. CRM has been identified as offering IT solution to the problem. However, SMEs do face problems in employing CRM due to the absence of frameworks and the less awareness of the advantages of CRM in enhancing the organization's performance ).
The present paper go beyond the extant of previous studies, which include information culture and security factor under the technology dimension rather than examining only on organizational and technical dimension in the CRM implementation. Thus, this study could leverage the SMEs to embark on CRM initiative. Additionally, the examination of the shortcomings in CRM implementation among Palestinian private sector employees can highlight the use of CRM systems and the way such use can be developed and enhanced. Palestinian studies of this caliber are still few and far between.
Literature Review
Businesses have always been concerned with their customers, as they are central to the organization activities. Several studies have been explaining the significance of CRM in organization and discovered that the effect of CRM implementation is more on the sales forces managing customer relationships, rather than selling products (Josiassen, Assaf & Cvelbar, 2014) . Such as finding could boost the significance of CRM in the future (Rodriguez et al., 2018) .
CRM was the fourth most used tool in business (Kyengo at al. 2016 ) and it holds the key of understanding to create the sustainable customer relationship, and ultimately, it is the center of obtaining and maximizing the number of loyal customers. Furthermore, the CRM strategies successful implementation and adoption provides considerable advantages to the adopting firms, including competitiveness (al-Motairi, 2009). Since its introduction in the 19980s, CRM it has gained the attention from academics and practitioners (Haenlein, 2017) . CRM has permeated into every company, with its design focused on customer interaction and customer prioritization. According to Hasani et al.( 2017) , CRM play a key role in the companies' success or failure, as a result of which, scholars have proposed several definition for the term ranging from strategic to the more narrow technical definitions as explained by (Payne & Frow, 2006) . Chen and Chen (2004) provide a technical definition of CRM by describing it as a method that significantly uses information technology like databases and the internet to make effective use of the process of relationship marketing. Iriqat and Abu Daqar (2017) referred to the concept as one that manages and facilitates the business processes and activities of the organization. Hence, CRM can be viewed as a strategic business and process as opposed to having a technical nature. Several definitions of CRM provided by authors in literature are listed in Table 1 in chronological order; 
Definition of CRM

CRM as an innovation
Yang (2012) referred to innovation as new ideas, processes, products/services production, acceptance and implementation. In the organizational context, it is a novel idea, product, process, system or device used to successfully provide new insights and effects to an individual, group, organization or a sector (Vakola & Rezgui, 2000; Valmohammadi, 2017 ). In the current times characterized by the dynamic change in technology and risky markets, it is crucial for markets to improve their capabilities for innovation to meet the demands in the market and to satisfy customers, in order to maintain their competitive advantage in the long-term (Valmohammadi, 2017) . Moreover, innovation is related to the firm's ability to search for novel and optimum ways for identifying, acquiring and establishing organizational tasks (al-Ansari et al., Chang et al., 2017) . In this regard, a significant positive relationship exists between SMEs innovative dimension and the performance of business (Pour, 2018) .
Many studies adopted the innovation concept in light of relative advantage, observability, trialability and complexity from the perspective of DOI theory to explain novel idea/technology diffusion and the related changes in behaviors (acceptance/rejection). Such characteristics affect new technology adoption depending on product-specific features . Along with the mentioned five characteristics, security has also been identified as being part of the significant factors that influence the adoption of ICT (Sin et al. Raut et al., 2017) . Lack of security was a primary barrier to adoption regardless of the present cyber laws to protect the business environment.
Additionally, many previous innovation adoption studies have considered that CRM is an innovative and worthwhile management strategy. Table 2 reveals that CRM is an innovation as it is a new technology implemented for a more robust and profitable customer relationships. The Case of Blibli.Com Indra
In a related study, Valmohammadi (2017) argues that despite CRM and innovation importance to performance, little attention has been placed on the way they work towards achieving enhanced performance. This issue is compounded by the lack of empirical evidence in the face of conceptual work which considers as a strengthening factor for innovation in the organization. In this background, one of the top challenges faced in CRM implementation is to gather heterogeneous data sources to create innovative value propositions (e.g., collecting customer data from social networks) (Diffley & McCole, 2015; Zerbino et al., 2018) .
Research Design and Methodology
The findings of this paper is to extend the understanding of CRM implementation among SMEs. Accordingly, the researchers adopted an interpretive and qualitative approach, with the help of email interviews as the primary method of collecting data from experts in Palestinian SMEs. The present research involves a descriptive and content analysis for factors verification and to provide insight into the phenomenon under study.
The present research reveals an extensive range of frameworks and models as a theoretical basis and several variables are proposed as facilitators/inhibitors of technology (i.e. CRM) adoption and use among SMEs, the criteria used to extract the technological and organizational factors were adopted from Mukred et al. (2018) . Therefore, based on Table 3 and  Table4 the following procedures were used to derive the list of broad variables into the 20  factors table 5. i. A thorough literature review was carried out for CRM factors extraction (see appendix B).
ii. The variables were arranged based on their relative importance as revealed in the research findings or the frequency with which they were identified as shown below (table3) iii.
The factors highlighted in the theoretical analysis and the literature review were send to CRM practitioner in SMEs choose from table 3 and add factors (if any) Table 3 Technological factors from the literature 
Results and Discussion (Important for research paper)
This study aimed to investigate the factors affecting CRM Implementation from the review of literature along with their classification are presented under the Research Design and Methodology section. In the second part, the experts-provided factors are illustrated after which, propositions concerning the potential impact of CRM CSFs among Palestinian SMEs is explained. The variables were categorized into technological, organizational and information culture factors. The resulting factors were consolidated into 10 factors as shown in Table 6 below 
Conclusion
CRM system use technology to coordinate and integrate several company aspects like marketing, sales, outstanding orders, customer-organization interactions, service and repair, unresolved issues and customer service. It also enables the integration of the systems flows from bottom to top, involving supply chain, internal and external customers, stakeholders and labor requirements. The CRM system creation should be customer-centered from the beginning of the System Design.
Moreover, CRM technology is characterized as costly and complex innovation and as such, it needs integrated information systems, costly infrastructure facilitation, and advanced technological skills and knowledge for its implementation and usage (Laketa et al. 2015) . CRM technology helps improve organizational performance by using networking technologies to expand CRM applications to major suppliers and customers well (Chang et al. 2010 ).
This research contributes to both academics and business practitioners by enhancing our understanding of effective CRM implementation the criteria used to extract the technological, organizational and information factors were adopted from Mukred et al. 
